A FEW NOTES ABOUT THE SEGMENTATION DATA SET:

In a recent survey, 149 UIC undergraduate students taking a marketing analytics course were asked about factors that influenced their decision on where to attend college (needs-based segmentation data). 

Since different students may value factors such as affordability, location, prestige, diversity or campus life differently, a segmentation analysis may reveal sub-groups (segments) of students who have similar priorities and differ from other sub-groups.

The survey also asked a few sociodemograhic questions (discriminant data). Such descriptors will help to better describe the segments, select which segment(s) to target, and identify how to reach (or appeal to) each segment.

Note on SCORING of the segmentation and discriminant variables in the data set:

All of the needs-based segmentation variables (“how important was each factor in choosing which college to attend”: Affordability/low price, scholarships/financial aid, academic quality, prestige of school, offered preferred major, access to internships, location close to work opportunities, location close to home, convenient commuting options, diversity, campus life/student activities, school spirit) were measured on a 5-point scale from 
1 = “Not at all important” to 5 = “Extremely important.”

The discriminant (descriptor) variables were measured as follows:

Marketing Major: Marketing = 1, all other business majors = 0
Distance from Chicago (where living when applied to UIC): City of Chicago = 1; Chicago suburbs = 2; other parts of the Midwest = 3; other regions of US = 4; international = 5
Public high school: public high school = 1, private high school = 0
Live at home v dorm: planned to live at home = 1, planned to live on campus = 0
Freshman v Transfer: started at UIC as freshman = 1, transferred from another school or worked before coming to UIC = 0
Age started at UIC: how old was the student when starting at UIC
Hours employed/week: how many hours per week does the student work in paid employment during their undergrad studies: 0 hrs/wk = 0, less than 10 hrs = 1, 11-20 hrs = 2, 21-30 hrs = 3, 31-40 hrs = 4, 41 hrs or more = 5
First Gen College: first in family to attend college = 1, not first to attend college = 0
Female: female = 1, male or non-binary = 0


Note that all students in the sample ultimately chose to attend UIC (even if they considered other schools, applied to and were accepted by other schools, and perhaps even preferred other schools but chose UIC anyway). All students in the sample are business majors who took the undergrad marketing analytics course, and the majority are marketing majors. Therefore, the sample does not represent the views of all UIC undergrads, or all students who considered UIC in their college choice but chose to attend another school.

SEGMENTATION Analysis questions (130 points total).
Use the data file, “UIC College Choice Segmentation Data N149.xlsx” and the Segmentation tool in Enginius to answer the following questions: (please answer all parts of each question)

a) First, run a segmentation analysis using the “Segmentation data” block and default options in Enginius (do not select any other options). How many segments are automatically identified by the software, and how large is each segment? Based on the segmentation variables, what appear to be the main differences between these segments? Does this solution (the number and composition of these segments) look reasonable to you? i.e., do these segments make sense in terms of the different types of students (segments) who choose to attend UIC to study business (answer Yes or No, and explain why you think it’s reasonable or not) (10 points)

b) Next, re-run the same segmentation analysis but this time also check the box to use Descriptor data (run discriminant analysis) using the “Discriminant data” block (make sure that the Discriminant data block is selected). Are there meaningful (statistically significant) differences in descriptors across the segments, which would help to better understand the differences between the segments, and the different value propositions that UIC Business could offer to each segment? (10 points)

c) Next, follow the same steps from your analysis in (b) above, but this time select the option to “Force number of segments” and run two more analyses: one with one less segment than what the software generated automatically in (a) above, and a second analysis with one more segment than what the software found automatically. Which of the initial segments combine together when you force a solution with one less segment? Which of the initial segments split apart when you force a solution with one more segment? (note that each solution simply sub-divides the same sample of 149 respondents into different numbers of segments). (25 points)

d) Do you lose any valuable insights (in terms of the differences across segments in the segmentation variables and descriptors) when you reduce the number of segments? Do you gain any new insights about the segments when you expand the number of segments? Briefly summarize what insights you gain or lose when you adjust the number of segments from the initial (automatic) solution. Which model (number of segments) achieves the highest (and second highest) global "hit rate" in the confusion matrix?  (25 points)

e) After analyzing the three different segmentation solutions that you tried in parts a, b, and c above, what is your recommendation to UIC for the best solution (number of segments) to understand the different types of undergrad students in the target market for UIC Business? Suggest a good name (label) for each segment in your solution and explain your choice (for clues, look at the significant descriptor and segmentation variables that characterize each segment). In which segment would you place yourself? (Explain)  (25 points)

f) Based on your analysis, develop a strategy brief (one paragraph) for the Dean of the UIC business school. Recommend to the Dean which segment(s) UIC should target (refer to the segment names and numbers). Which specific attributes should UIC emphasize in its marketing communications to attract more students in this segment? (25 points)

g) Briefly summarize the advantages and disadvantages of the segmentation tool in Enginius for this type of marketing analytics exercise. (10 points)
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